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— SHORT CALLS 


Consumers spend record 
amount on tobacco in ’83 

American consumers spent a re¬ 
cord $28.7 billion for tobacco pro¬ 
ducts in 1983, according to The 
Tobacco Institute's “Tobacco Indus¬ 
try Profile 1984,” which was released 
last month. 

Government tax collections of $8.7 
billion for fiscal year 1983 also ex¬ 
ceeded previous levels. According to 
the profile, 594 billion cigarettes 
were sold domestically last year. To¬ 
bacco was the nation's fifth largest 
cash crop, behind corn, soybeans, 
hay and wheat. 

Additional grant awarded 
to minority business group 

A key advocacy organization for 
minority business has received a 
$9,500 grant from R J. Reynolds In¬ 
dustries, Inc. 

The Interracial Council for Busi¬ 
ness Opportunity (ICBO) helps mi¬ 
norities acquire and expand their 
own businesses. The organization 
provides minority clients with finan¬ 
cial assistance, market development 
services, management training ser¬ 
vices and volunteer consultants. 

RJR has given more than $72,000 
to ICBO since 1972. 



Long named Man of the Year 

Donald W. Grout, senior vice president • Sales (left), was on hand when President Gerald H. Long 
was honored as the Man of the Year til the United Jewish Appeal • Federation ol Jewish Philanthro¬ 
pies. Grout was honored as the UJA Man of the Year In 197S. 


Wilson, Horrigan elected 
to company directorships 

J. Tylee Wilson, chairman of R.J. 
Reynolds Industries, Inc., and 
Edward A Horrigan Jr„ president of 
Reynolds Industries, were elected 
directors of other companies last 
month, 

Wilson was elected to the board 
of directors of the Grocery Manufac¬ 
turers of America, Inc. (GMA). GMA 
represents the leading processors 


and producers of food and grocery 
products in the United States. 

Horrigan was elected to the board 
of directors of NCNB Corp., the 
largest bank-holding company in the 
Southeast. NCNB is the parent 
company of NCNB National Bank of 
North Carolina and NCNB National 
Bank of Florida. 


COVER 

Teamwork, persistence and the support of 
the Home Office Merchandising Depart¬ 
ment combined lor an outstanding accom¬ 
plishment In King Soopers, a Denver- 
based chain of 64 stores. See story, page 4. 
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From the Vice President, 
Field Sates 


New Doral is creating a lot of excitement in the marketplace. 

From the moment we first announced new Doral in test markets, 
acceptance was outstanding. Of the 1,000 Direct Accounts offered 
their introductory allocation, 218 ordered more than their allocation, 
amounting to 3,308 additional cases. 

Retailers and consumers have also shown good initial acceptance of 
all four brand styles. Trials were extremely encouraging, showing that 
new Doral has the potential to be a real volume builder, 

I don't think I need to impress upon you what new Doral can mean 
to our 1984 business. It's a brand that can help you achieve your 
1984 goal and an SIP check at the end of the year. 

New Doral is a product like no other we ever introduced, it de¬ 
pends, almost entirely, on your POS advertising and display effort to 
be successful at retail. In effect, you are the brand's marketing man¬ 
ager in your assignment. 

Therefore, it's your individual effort that will keep new Doral mov¬ 
ing ahead in volume and share. Well-placed advertising will make 
smokers aware of new Doral. Prominent displays, with emphasis on 
placements of the Savings Center will remind smokers of new 
Doral’s price advantage. That strategy applies to all segments of the 
retail trade, and military accounts, as well. 

The introduction of new Doral has also stirred competitors to react 
with almost unprecedented measures to counteract our response to 
the generic challenge. To me that’s a sure sign we’re on the right 
track with new Doral. 



v___ J 
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Before: King Soopers had used down- 
aisle displays lor years, but many ot Its 
stores were plagued by pilferage, a prob¬ 
lem that provided an opportunity to get 
Reynolds Tobacco’s foot In the door. 


Teamwork, persistence and the 
support of the Merchandising De¬ 
partment of the Home Office proved 
a winning combination in J.E. Riley's 
efforts to sell King Soopers Inc. from 
down-aisle to an extended end-cap 
carton merchandising system. 

Riley, chain accounts manager in 
the Denver chain division, notes that 
the company's new Flex merchandis¬ 
ing concept was instrumental in 
helping him sell the account. 

Selling King Soopers on end-cap 
merchandising was no small accom¬ 
plishment, considering that the 
Denver-based supermarket chain's . 
64 stores each move about 2,000 car¬ 
tons a week, almost seven times the 
national average. 




Riley’s efforts began last October, 
when he approached King Soopers’ 
management with an end-cap versus 
down-aisle gondola presentation and 
a supermarket business review. 

"At that time, they were not inter¬ 
ested in our program," Riley recalls. 
"But in talking to the store managers 
and store personnel, we found that 
they were having a pilferage prob¬ 
lem. So in a subsequent presenta¬ 
tion, I got permission to put in a 
high-volume universal with security 
kit in one store." 

That led to approval to test wrap¬ 
around security concepts in two 
stores beginning in mid-January. 

In one store, Riley installed a wrap¬ 
around configuration consisting of 
a 180 universal carton merchandiser 


with 8 feet of cigarettes down-aisle 
and 12 feet of tobacco and accesso¬ 
ries, all under a canopy. The other 
store had 12 feet of cigarettes and 
8 feet of tobacco, 

Riley monitored the test weekly for 
a month and found that the wrap¬ 
arounds versus down-aisle had 
increased sales while reducing pilfer¬ 
age by 68 percent. But there was a 
problem. King Sooper's management 
had two concerns, the height and 
appearance of the merchandisers. 

That's where the Flex system came 
in — or rather, the universal carton 
merchandiser decor conversion kit 
that makes a standard UCM resem 
blethe Flex display. 
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The kits weren't ready for distribu¬ 
tion when Riley needed them. "But 
Joe Bishop, the sales merchandising 
manager, worked with me and the 
Merchandising Department to pro¬ 
vide us with some working models to 
show King,” says Riley. “The decor 
kit gave them the profile and the aes¬ 
thetics they were looking for" 

In fact, he notes, chain manage¬ 
ment was so pleased that in March 
they approved end-cap wraparound 
for all 64 of their stores. Fifty-eight 
stores have been converted so far 
and the other merchandisers will 
soon be installed. 

Riley, who calls himself "the leg 
man” of the effort, says that selling 
the account wouldn't have happened 


without Home Office and Field Sales 
personnel working together. 

“(Group Merchandising Manager) 
Bruce Hatter and (Merchandising 
Managers) Sam Falco and Carson 
Strickland were very helpful in get¬ 
ting the UCM decor components 
to me,’’ he says. "In fact, they 
came out and worked with us on 
putting them in." 

Hatter says that King Soopers' en¬ 
thusiasm about the Flex look con¬ 
firms that the company is on target 
with the system’s upscale, contem¬ 
porary design. 

"The concept of merchandising 
aesthetics has been analyzed over 
the last several years with input from 


Alter: King Soopers'problems were solved 
by Chain Accounts Manager J.E. Riley 
(right), with the help ol South Denver Divi¬ 
sion Manager C.V. Mason (left) and North 
Denver Division Manager J.M. Mason. 


retailers on how their stores would 
look in the future," Hatter says. "We 
knew two years ago that it would 
probably surface as a major issue, 
and we were very fortunate that the 
system was available in time to help 
Riley get the account." 

Riley adds that in addition to the 
Home Office support he received, 
"The support I got from the North 
Denver and South Denver division 
managers, Jean Mason and Cal Ma¬ 
son, and their sales representatives 
was just simply outstanding. The job 
couldn’t have gotten done without 
them. There’s just no way." 

Summing up the accomplishment, 
Riley notes, "It’s a classic casebook 
study of team effort all the way 
around — that, and good timing.” 
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More Lights 
strengthens 
its appeal 

"Get Ready for New More Lights 
100s" 

That theme is the focus of a new 
national advertising campaign for 
More Lights 100s that will break in 
September. It is just one of several 
Changes made to strengthen the 
brand’s appeal to younger adult 
women smokers. 

‘‘The improved product will have 
bolder packaging, a darker color for 
the cigarette paper and a new ad¬ 
vertising campaign,” says Alan 
Sterling, brand manager. “These 
product and packaging modifica¬ 
tions wilt allow the consumer to 
make a bolder statement about her 
lifestyle and still enjoy the low 'tar' 
benefits of More LightslOOs.” 

The new More Lights 100s intro¬ 
duction will be supported by 
magazine, billboard, newspaper 
supplement and retail point-of-sale 
advertising. 

Out-of-home billboard advertising 
will begin in September, along with 
advertising in 45 magazines targeted 
towards female smokers, with a 
monthly circulation of 97.6 million, 

The More Fashion Award will be 
used to highlight the introduction 
through five consecutive pages of 
magazine advertising appearing 
in October. This award was con¬ 
ceived to discover, inspire and rec¬ 
ognize the best of America’s new 
designers in the first annual event 
held in New York City. The new 
More Lights 100s look will appear in 
Glamour, People, Harper's Bazaar, 
Vogue, Mademoiselle, Cosmopolitan, 


Ebony and Essence, with circulation 
reaching more than 13.6 million. 

Additionally, More Lights 100s 
advertising will appear nationally via 
newspaper supplements during the 
fourth quarter. 

National magazines, newspaper 
supplements and carton inserts will 
carry free-pack coupon offers 
targeted toward female smokers. 
Promotions will be scheduled to 
generate the greatest amount of con¬ 
sumer trial and interest during the 
fourth quarter. 


During the third quarter, free-pack, 
mail-in offers were inserted in car¬ 
tons of current More Lights 100s. 
Consumers taking advantage of the 
offer have been sent a free pack and 
a $1.50 off-a-carton coupon. 

A free pack coupon will appear 
with the More Fashion Awards ad¬ 
vertising and two-page ads in Oc¬ 
tober magazines that are on sale in 
September. Store redeemable, free- 
package coupons will be distributed 
nationally on Oct. 14, via Sunday 
newspapers. 
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Doral brand manager credits Sales 
with gaining acceptance in market 


New Doraf is finding strong accept¬ 
ance in the marketplace and Brand 
Manager Jill Griffin attributes the 
bulk of that success to the efforts of 
Field Sales. 

"This is so much a POS brand, 
that credit for how it is performing 
has to be Sales credit," she says. 
“Because of the uniqueness of the 
Doral proposition — the Cigarette 
Savings Centers and the different 
pricing structure — it's one of the 
biggest challenges from a sell-in 
standpoint that Reynolds has faced. 
But I can certainly say that Sales is 
doing a tremendous job in helping 
us get over these hurdles." 

Griffin adds that consumer accept¬ 
ance of Doral has matched trade en¬ 
thusiasm. A Marketing Development 
Department analysis of industry 
shipments and retail audits through 
week 10 of Doral's introduction show 
strong acceptance and sales of all 
four styles of the new brand. 

Key and “A" distribution was 79.5 
percent at the end of the introduc¬ 
tory period, according to a distribu¬ 
tion analysis that tracked shipments 
in 45 divisions spread through 
Doral's 14 lead markets. 

Military sales show even greater 
strength, according to Bob Sher¬ 
rod, director of special markets. 
"Acceptance by the military was 
excellent,” he says. “Army and Air 
Force commissaries and Navy ex¬ 
changes authorized all four brand 
styles. Movement on total Doral 
brand ranges from one share to as 
high as five share points at those 
outlets where the product is dis¬ 
tributed and displayed. 

“Our greatest opportunity for Do¬ 
ral is in the military, because it is the 
most price-conscious market,” Sher¬ 



rod adds, noting that generic share 
at military outlets is about a 10, more 
than twice that of the total domestic 
generic market. 

While Sherrod concedes that 
"awareness of Doral pricing is the 
biggest obstacle we have to over¬ 
come in the military outlets," he 
notes that good headway is being 
made in that area. 

Griffin agrees that because of its 
pricing, Doral is something cyf a dou¬ 


ble-edged sword. “We are the first 
name-brand generic cigarette entry in 
the marketplace and that gives us a 
tremendous opportunity to give con¬ 
sumers value and quality," she says. 

"On the other hand, we're having 
to educate consumers, because 
they're not used to seeing a branded 
product at a reduced price. That’s 
why merchandising is so critical. 

And that's why the Doral proposition 
won't succeed without enormous 
help from Field Sales.” 

She adds that comments from the 
field helped Marketing fine-tune POS 
materials in preparation for Doral’s 
rational expansion, which took 
place July 9, 

Dave Hunt, national sales plan¬ 
ning manger, also attributes much 
of Doral’s success to Field Sales. 

‘‘The sales force did a super job," he 
says. "This is evidenced by how 
they sold direct accounts. The ma¬ 
jority of allocations were sold and in 
those direct accounts that purchased 
allocations, we sold 40 percent over 
allocation during initial orders. I tell 
you, they jumped on it," 

Hunt points out that the sales 
force has gained a number of com¬ 
petitive advantages with new Doral. 

"There have been instances 
where the wholesalers and direct ac¬ 
counts have dropped generics and 
stocked Doral as their low-price 
brand,” he says. 

"And some retailers who would 
never stock generics, because of 
their clientele, are buying Doral be¬ 
cause our sales reps have helped 
them recognize the brand for what it 
is — a low priced, high-quality prod¬ 
uct that offers exceptional value and 
superior profits.” 

CaJ 
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LaMontagne has enjoyed leading-man statue In a number of musical comedy productions. 


Rep makes 
a ‘scene’ 
all over his 
assignment 

Allen LaMontagne never creates 
a '‘scene" when he's selling 
Reynolds Tobacco's products — 
although he’s often asked to, 

LaMontagne, an area sales repre¬ 
sentative in the Hartford, Conn., 
division, is well known in his assign¬ 
ment as an accomplished actor with 
local community theater groups. 

"There’s no doubt that my acting 
has helped me develop a better 
rapport with dealers and retailers," 
says LaMontagne. "Sometimes, be¬ 
fore they'll let me sell anything, 
they ask me to do a scene from a 
show that we're doing." 

Most of the shows he's per¬ 
formed in have been musicals, such 
as "Funny Girl," “Brigadoon” and 
"Fiddler on the Roof." He’s partial 
to musicals because of his early ex¬ 
posure to music. 

“Both my parents are musically 
inclined and that led me to form my 
own band when I was in college," 
says LaMontagne. “We played soft 
rock, for the most part; I played 
guitar and sang." 

While in college in Rhode Island, 
he began his acting career. He ac¬ 
companied a friend to an audition 
for "Brigadoon" and decided, out of 
curiosity, to try out. 

“The director asked me to read 
from a newspaper, which I thought 
was a little strange,” says LaMon¬ 
tagne. "Don’t even ask me what 
section I read." 

The director was impressed, and 
LaMontagne was cast in one of the 


male leads — Jeff Douglas, the 
hunter and side-kick of the roman¬ 
tic lead. 

While teaching elementary school 
in Springfield, Mass., later, LaMon¬ 
tagne directed several classes in 
presentations of Shakespeare. 

“That was a very rewarding ex¬ 
perience,” he says. “Children are 
such natural actors." 

While in Springfield, he appeared 
in “Anything Goes" and ’’Triangle" 
with the Eastland Community 
Theater. A short time later, he 
joined Reynolds Tobacco and in¬ 
herited the Torrington assignment 
in northwest Connecticut. 

“I was surprised at the number 
of theater groups in the area," La¬ 
Montagne says. “I saw a notice 


in the paper announcing auditions 
for ‘Kiss Me, Kate’ and decided to 
try out." 

He landed the lead part in that 
play, later sang in the chorus of 
"Fiddler" and then won the lead 
male part in “Funny Girl.” 

“I received a terrible review for 
the part,” says LaMontagne, "but 
redeemed myself last fall in the 
same role. The same reviewer said I 
gave one of the best performances 
of Nick Arnstein he'd seen.” 

LaMontagne expanded his talent 
into non-musicals when he played 
the part of Dr. Gibbs in "Our Town.” 
“It was a real challenge," he says. “M 
required more acting.” 

His credits since include "Fio- 
rello," the lead role in “Brigadoon,” 
“1776" and "My Fair Lady." 
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“ '1776' was one of my favorites,” 
says LaMontagne. "I played the 
part of Richard Henry Lee, a flam¬ 
boyant gentleman from Virginia. 

The director told me I just couldn’t 
get crazy enough in the part. I wore 
a flaming pink costume and really 
let myself go It was fun." 

LaMontagne admits that he's 
curious about Broadway, but never 
considered drama as a career. 
"Maybe if I had been exposed to it 
earlier, I might have wanted to pur¬ 
sue it as a career," he says. “Selling 
for R.J. Reynolds is my vocation, 
and acting is my avocation. 

“I enjoy acting," he adds. “It's a 
special part of my life because I can 
associate with a lot of people and 
at the same time make a contribution 
to the community where I live and 
work. When I’m in a play (usually 
two a year), I'm all excited, on a real 
high, and it carries over into every¬ 
thing I do." 

His division manager concurs. 
“When Allen's in a play, he gets ex¬ 
cited about everything and it shows 
in his work," says "Mac" McIntosh. 

"I can look at his results and tell 
when he’s in a play. He goes about 
his job with such enthusiasm, it’s 
hard to keep up with him." 
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Regional response helps 
rep through a tough time 



Nothing can make up for the 
trauma a family experiences when 
fire destroys their home. But for 
D.V. Rehnke and his family, the re¬ 
sponse of his co-workers In the St. 
Louis region helped ease the 
despair. f 

Rehnke, an area sales repre¬ 
sentative in the Des Moines, Iowa, 
division, iost his house to a wind- 
whipped fire last February. The 
late-night fire destroyed the home 
and slightly injured his 17-year-old 
daughter Amy. 

St Louis Regional Sales Manager 
Frank Armstrong and Des Moines 
Division Manager T.D. Ryan imme¬ 
diately set out to ease the Rehnke’s 
pain. Contributions from sales rep¬ 
resentatives and management 
began pouring In from all over the 
region, and a month later the 
Rehnkes were presented with 


nearly $1,000 for clothing. Arm¬ 
strong and Ryan also arranged to 
replace Rehnke’s 1&-year service 
pin and award, which were de¬ 
stroyed in the fire 
Many of the donations were ac¬ 
companied by personal comments 
about the contributions. 

“lt was very thoughtful to take a 
collection on a regionwide basis to 
help a fellow employee." one sales 
representative wrote. “It just goes to 
show what a great organization that 
we are all part of." 

Another wrote. “I was really 
moved by the gesture of care In¬ 
volved by the region’s personnel." 

The Rehnkes spent several 
nights with friends and then rented 
temporary housing. “More than 
likely," he said, “we’re going to re¬ 
build on the lot.” 
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The DM 
& 

the rep 


Ask a division manager who 
makes it all happen in Field Sales, 
and chances are he or she will say 
the sales rep on the street. 

Ask a sales rep who makes it all 
happen, and chances are he or she 
will say the division manager, 

This mutual admiration for one 
another’s dedication and skills has 
existed since the early days of the 
company, and it continues today. 

"It still happens on the street, 
where the rubber meets the road,” 
says Gary Loser, division manager in 
the South Boston, Mass., division for 
the past eight years. 

“Division managers keep abreast 
of marketplace conditions and make 
decisions to react quickly. The way 
they react quickly is through their 
sales reps. They're the ones who 
make it happen, who implement it," 

If, as Loser and four of his coun¬ 
terparts across the country agree, 
the division is the backbone of Field 
Sales, the sales representative is the 
nerve of that backbone. 

“The key to the operation of the di¬ 
vision is having people you can rely 
on," says Ray Hilliard, division man¬ 
ager for the past five and one-half 
years in Macon, Ga. "You have to 



Thanks to now training and other administrative programs developed by the Home Office, division 
manager* can spend more time In the street with their sales reps. Here, Albany, N.Y., Division Man¬ 
ager Rich Kane works an assignment with Area Sales Representative Larry Mateskl. 
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think people, that’s your philosophy." 

The division manager is “an im¬ 
portant cog in the wheel," says 
Katherine King, division manager 
in Memphis, Tenn., tor less than a 
year, “But it's the sales rep who has 
the responsibility to make the calls 
and get into the stores. It's important 
for me to keep them heading in the 
right direction,” 

The direct relationship sales reps 
have with retailers is the key to suc¬ 
cess, says Rich Kane, division man¬ 
ager in Albany, N.Y., since last year. 
“No matter what programs are devel¬ 
oped, it’s the rep in the street who 
implements them and determines 



their success. How well he is pre¬ 
pared to do that depends on how 
well I do my job as a teacher.” 

While he, too, sees himself as a 
teacher, Mike Duran, division man¬ 
ager in Phoenix, Ariz., for the past 
one and one-half years, says he also 
“learns a great deal from teaching." 

Be People-Oriented 
“Every time 1 train a new rep, I learn 
about different personalities and how 
to deal with them," he says. “You 
have to be people-oriented, and the 
more expertise you develop in under¬ 




standing the human relationship, the 
better you’ll be able to do this job.” 

Understanding the human relation¬ 
ship is made easier by the fact that 
division managers came up through 
the ranks — they worked the street. 

"We can relate to what the sales 
rep faces every day,” says Kane. "It 
wasn't that long ago that we were on 
the street, and we don’t forget that 
experience. Sure, the marketplace 
changes, but the job still comes 
down to getting into the store and 
making things happen.” 

Being able to relate helped King 
when she became division manager. 
“I didn't have a great deal of exper¬ 
tise at first," she recalls. "I drew on 
what it was like to be on the street, 
and related to sales reps and the 
market, My philosophy is to treat my 
people like I would want to be 
treated. I don't profess to be a hu¬ 
man relations expert, but I rely on 
personality and honesty.” 

Training, motivation and recogni¬ 
tion form the base of a division man¬ 
ager's responsibility, all five agree. 

Job Made Easier 

“Years ago, training was show and 
tell with little structure," says Loser. 
“The high degree of training we now 
have in our structured programs 
makes the division manager’s job 
easier. We work in concert with 
those programs with each individual 
sales rep at his or her own pace.” 

Hilliard credits highly-structured 
training programs with boosting pro¬ 
ductivity. “Sales reps do a lot more in 
the street, and they do it a lot more 
intelligently now thanks to more 
structured training programs. They 
have more knowledge because the 
programs cover all aspects of their 
accountabilities.” 


While formal training today gives 
sales reps a solid foundation upon 
which to build skills, Kane notes 
that the division manager’s one-to- 
one training with sales reps is still 
invaluable. 

“You take a division like mine," 
says Kane, whose division stretches 
from one hour north of New York 
City to one hour south of Montreal, 
Canada. “It's really like 14 mini-divi¬ 
sions, and each assignment has in¬ 
herent differences, The assignments 
are getting more and more sophis¬ 
ticated and complex, so the division 
manager’s knowledge of the market 
is invaluable to the sales rep." 



Motivation is an important factor 
in managing a division from day to 
day. It is the tool with which division 
managers get the most from each 
assignment. 

Need Right People 
“You can't motivate unless you 
have the right people, people with 
the capacity for hard work and dedi- 
cation,” says Loser. “Over the years, 
in recruiting and hiring, you look to 
put the right people on your team 
and create a sense of teamwork." 

The motivation aspect becomes 

continued 
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even more important when a division 
manager realizes that he or she, in 
essence, is the chief executive of a 
small company, some doing as much 
as $50 million worth of business. 

“You have goals to achieve and 
that requires a set of priorities for 
your people," says Kane. Motivation 
plays a huge role in accomplishing 
priorities and achieving goals. Its 
something that's always on your 
mind, and if you're adept at man¬ 
aging people, it helps." 

King says that, just as in training, 
motivation is best handled on an in¬ 
dividual basis. “You have to deal with 
it individually, with specific perform¬ 



ances in mind," she says. 'The key to 
it is to take the time to sit down with 
reps and discuss their performance. 

Recognition, another important as¬ 
pect in Field Sales, is handled in 
many ways by division managers. 
Most use personal letlers to sales 
reps and management to cite out¬ 
standing achievements. Some have 
developed unique approaches. 

Must Be Tailored 
“What’s important to remember 
about recognition.” says Duran, is 
that it has to be tailored and kept in 
perspective. A sales rep goes into a 


chain and puts up 10 riser cards 
and takes credit for 10 pieces of ad¬ 
vertising. Another rep, working a dif¬ 
ficult call, fights for one piece of 
POS for several months and gets 
credit for one piece of advertising. 
You can’t compare the two. 

"You look at what the accom¬ 
plishment means in that particular 
assignment, and you recognize it 
based on that," 

Duran adds an unusual twist to rec¬ 
ognizing accomplishments. He takes 
photos of accomplishments in vari¬ 
ous assignments and puts together a 
P.D.I. slide show for presentation to 
his division and to management. 

“I add a little upbeat music to it 
and it's dynamite,“ he says. 

King best sums up recognition for 
her counterparts. “You handle recog¬ 
nition immediately, whenever possi¬ 
ble, and in meetings,” she says. 

“That feedback is important, particu¬ 
larly before the rep's peers." 

Division managers, by the mere 
nature of their job, hold tremen¬ 
dous influence over their people. 
Sometimes, as Duran notes, that 
can be disturbing. 

“It can scare you," he says, "the 
thought of having that much in¬ 
fluence. You come into a division as 
a new manager and meet new peo¬ 
ple and people who have been 
around awhile. You see different atti¬ 
tudes, different personalities and 
realize that they are looking to you 
for direction." 

Draw From Experience 

But, in the end, most division man¬ 
agers, whether they've been in the 
job one year or 16 years, look back 
on their experience with their man¬ 
agers and draw from that. 


“When I was a rep, I knew I wanted 
to be in management,” says Loser. “I 
had good role models as managers 
and I admired them all. They were 
proud of what they were doing, and 
they passed that on to me. I've tried 
to do the same thing." 

Admiration is a word that comes up 
often. “I held a deep sense of admi¬ 
ration for my division manager," says 
Duran. “He had an air of knowledge 
and power about him, but I could go 
to him and benefit from that source. I 
knew I wanted to be a manager and 
try to carry on that tradition.” 

Kane credits his success to “the in¬ 
fluence of people for whom I have 



worked. It’s been rewarding to work 
for some of the finest sales people 
anywhere. They've been my heroes 
and I try to emulate them.” 

The division manager has long 
played the most important role in 
serving Reynolds Tobacco's best in¬ 
terest across the country And, while 
new programs such as the Sales In¬ 
formation System will allow division 
managers to more quickly monitor 
the marketplace, their effectiveness 
will still depend on their relationships 
with their greatest resource — the 
rep in the street. 
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RCCU offers conveniences 
to Field Sales personnel 


Need a loan to buy a new car? 
Looking for money to improve your 
home? Thinking about financing a 
boat or trailer? Want to get a second 
mortgage? 

If your credit is good, you can get 
a loan from any number of local fi¬ 
nancial institutions — and pay the 
going interest rate. 

Or, you can take advantage of 
working for R.J. Reynolds and bor¬ 
row money at lower rates. You can 
enjoy the convenience of repaying 
the loan through payroll deduction. 
And you won't have to pay a loan 
origination fee, nor will you pay a 
prepayment penalty if you pay off 
the loan before it’s due. You will also 
receive up to $5,000 of free life loan 
protection insurance. 

How? By joining the Reynolds 
Carolina Credit Union. RCCU can 
offer lower interest payments on 
loans and can pay competitive rates 
on savings accounts because it is 
a nonprofit financial institution that 
is owned and operated by eligible 
R.J. Reynolds employees and re¬ 
tirees. Some 20,000 members cur¬ 
rently own $121 million in assets in 
the credit union. 

This money is used to finance 
loans for members. If a surplus of 
funds exists at the end of the year, 
after operating costs and dividends 
have been paid, the remaining 
money is distributed to members in 
the form of a special dividend on 
savings or a rebate on interest paid 
by borrowers. 


Any credit union member can 
apply for a loan. And any eligible 
full-time R.J. Reynolds employee or 
eligible retired employee can be¬ 
come a member simply by opening a 
savings account with a minimum $5 
deposit. Dividends (money earned 
on savings) are competitive with go¬ 
ing savings account interest rates. 

Although credit union offices are 
located in Winston-Salem, Field 
Sales employees can take advan¬ 
tage of services the credit union of¬ 
fers. In fact, the credit union has an 



out-of-town desk devoted entirely to 
serving members who live outside 
of Winston-Salem. 

RCCU loan applications are availa¬ 
ble at many of the company's sales 
offices. The credit union evaluates 
these applications using the same 
guidelines as other financial institu¬ 
tions, with the borrower establishing 
his or her credit worthiness. Some 
types of loans are not available in all 
states, because of differing laws. 

Savings deposits can be made by 
payroll deduction and withdrawal 
checks are mailed out the same 
day a written request is received 
by RCCU. 

For more information about 
RCCU, how it operates and the serv¬ 
ices it offers, call the out-of-town 
desk at (919) 777-7111, 



Mac Sumatra 


Auctioneering 
champ teams 
with Sales 
for meeting 

Charleston, S.C., Division Man¬ 
ager R.L, Huffman Jr. and Atlanta 
Regional Sales Manager R.L. Ris- 
sier brought “Pride in Tobacco" to 
the Carolina-Virginia Vending As¬ 
sociation Convention in Myrtle 
Beach, S.C., in May. 

The two made arrangements for 
Mac Burnette, 1981 world tobacco 
auctioneering champion, to attend 
and auction off items for the event. 

Many vending operators went 
home from the convention with val¬ 
uable possessions as a result of 
the auction, which was the finale of 
the event. Prizes provided by exhib¬ 
iting companies and some associ¬ 
ation members were auctioned off 
by Burnette, who dazzled the 
attendees with his rapid-fire, 500- 
word-a-minute chant. 
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Fleet Administration answers 


Meeting the needs of Field Sales, 
Fleet Administration identifies areas 
of improvement and gives the Field 
an opportunity to communicate with 
the Home Office through weekly 
comments. 

“Communication is important to 
all levels of Field Sales,' 1 says Larry 
Giddens, Manager, Fleet Admini¬ 
stration, who uses this issue of the 
Sales Merchandiser to respond to 
questions most often asked of Fleet 
Administration. 

Question: The new sliding doors 
installed In the Chevrolet vans be¬ 
tween the passenger and cargo area 
are excellent. However, If the rep¬ 
resentative is inside and the rear 
door blows shut, Isn’t he/she locked 
inside? 

Response: When the sliding door 
was designed, we took into consider¬ 
ation the possibility of someone be- . 
ing locked inside. The lock on the 
sliding door has been designed so 
that you can get out of the cargo 
area. You can exit by placing the 
thumb of your left hand on the rear 
of the door latch and by placing the 
thumb and forefinger on your right 
hand on the front of the door latch 
— push with your left and pull with 
your right. You’re out! 

Because of numerous comments, 
vans delivered in the future will have 
a “pull ring" installed on the handle. 
This will give you more leverage 
when opening the door. 

As information, Chevrolet does not 
make available inside door handles 
for the rear doors. 


Question: If my vehicle Is under 
warranty, why must I call PHH 
Maintenance Control? 

Response: The reason for calling 
PHH is to help establish a history for 
repairs made to each vehicle. If the 
problems encountered were to con¬ 
tinue beyond the warranty period, 
we would have the appropriate doc¬ 
umentation to go back to the manu¬ 
facturer for repairs or reimbursement 
of expenses. 

Question: I believe it would be very 
beneficial If we could consult PHH 
on Saturday morning. Often times, 
we have work to be done that can 
be done on the weekends. Is this 
possible? 

Response: PHH provides a record¬ 
ing on weekends that will authorize 
emergency work only. If you know 
ahead of time that you want to put 
your vehicle in the shop on Sat¬ 
urday, you can call PHH during the 
week and they will make arrange¬ 
ments with the repair facility to do 
the work on Saturday. Planning 
ahead can save us valuable time 
and at the same time lower our op¬ 
erating cost. 

Question: Why is It against com¬ 
pany policy to tow boats, campers, 
etc., with company vehicles? 

Response: The company vehicles 
purchased for business use are not 
equipped with towing packages. 
With the manufacturers’ downsizing 
of vehicles and smaller engines, all 
cars are not built to haul heavy loads. 
This policy had to be established to 
prevent unnecessary breakdowns 
and repairs to company vehicles. 

Question: How Is a dealership se¬ 
lected to deliver the new vehicle? 

Response: PHH has a network of 
dealerships throughout the United 
States that they work with on cour- 
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questions 

tesy deliveries. They attempt to 
deliver a new vehicle as close as 
possible to the driver’s home. The 
driver’s zip code triggers the dealer¬ 
ships that are the closest. Once the 
dealerships are identified, PHH de¬ 
termines if the dealership will handle 
a courtesy delivery and if so, what 
is the cost associated with the deliv¬ 
ery. If the closest dealership will not 
handle a courtesy delivery or if their 
charge is way out of line, PHH has to 
go to the next closest dealership, 

We strive to deliver vehicles within 
a 30-mile radius. 

Question: My new van came 
equipped with the MaxIGuard Alarm 
System. It is a good system. How¬ 
ever, It did not have a kill switch on 
the side door like the back door has. 
As often as we get Into the side door 
to get displays and POS material, 
this should be standard for our vans. 

Response: New Chevrolet vans 
scheduled for delivery in September 
will be equipped with a kill switch 
located inside the sliding door area. 
Fleet Administration is also working 
to have the alarm kill switch and 
locking hood release switch all 
keyed alike. This will enable you to 
operate the entire alarm system with 
only one key as opposed to the two 
keys currently in use. 

Question: Two out of three new 
Chevrolet vans have been delivered 
with problems In the security door — 
doors are completely off the tracks. 
Dealers do not want to make repairs. 

Response: The tracks for the slid¬ 
ing doors have been revised and will 
be installed in the Chevrolet vans to 
be delivered in September. This revi¬ 
sion should eliminate the problems 
encountered in the past. 
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-VOLUME WINNERS 



A ‘Sterling’ performance 

Area Salea Representative G.M. Phillips of the West Houston, Texas, division showed his 
resourcefulness In creating this "Sterling’promotional window In the Chronicle Building during the 
Introduction of the company's prestige brand. 


Landers provides ‘ups’ 
at Vernon Downs track 

Area Sales Representative J.H. 
Landers of the Syracuse, N.Y., divi¬ 
sion obtained exclusive RJR adver¬ 
tising, package fixtures and displays 
at the four high-volume outlets lo¬ 
cated at Vernon Downs Racetrack in 
Vernon, N.Y. 

Advertising consisted of four cig¬ 
arette center signs, four Salem cal¬ 
endars and four Winston battery 
clocks. In addition, RJR has 50 per¬ 
cent of the 30 brands carried in these 
outlets, which cater to nearly 4,000 
people a day during the six-month 
racing schedule. 

Jennings brings RJR 
to Kings Dominion Park 

Area Sales Representative C.D. 
Jennings of the Richmond, Va., divi¬ 
sion ensured RJR presence at the 
concession stands at Kings 
Dominion Amusement Park near 
Richmond. 

Jennings placed package fixtures 
with signage in the 12 concession 
stands and ensured authorization for 
15 RJR brands out of a total 33 
brands stocked in each stand. He 
also placed a 72-row, single depth 
carton fixture with a cigarette center 
sign in the main gift shop, with 
RJR brands on the top three shelves 
exclusively. 

Neaf sells NSI stations 
on overheads, displays 

Area Sales Representative D.M. 
Neaf of the Buffalo, N.Y. division sold 
21 high-volume NSI gas stations RJR 
overheads, advertising and counter 
displays. The stations average 300 
cartons a week, all by the pack. 



Back-to-back 


Charles £. Rogers III, area sales representative 
In the Newark, N.J., dlvtslon, created quite a 
conversation place when he took two “Winston 
Cigarettes Sold Here" signs and placed them at 
Benny’s Lunch In Orange, N.J. The account has 
been receiving Inquiries from other retailers 
regarding the placement ot $uch a sign In their 
establishments. 


Podboreski adds RJR 
touch to Raleigh street 

Hillsborough Street in Raleigh, 
N.C., is taking on an RJR flavor, 
thanks to the work of Cynthia L. 
Podboreski, an area sales repre¬ 
sentative in that division. 

Podboreski placed 21 business 
hour decals, 15 push/pull decals and 
nine clocks on six blocks of Hills¬ 
borough Street. 

Sheft sells mini-marts 
on counter displays 

Persistence has paid off for S.N. 
Sheft, assistant division manager in 
the Syracuse, N.Y., division, where 
he has been successful in selling 
Augsbury Mini Marts (33 stores) the 
4-tray PCD at the cash register 
position. 

He has also obtained a signed 
plan-o-gram for each store and in 
some cases, split an 8-tray to ensure 
RJR presence. 
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Fixture is a 'complement 1 

This fixture was placed by Area Sales Representative D.A. Beach lor one of his Geyer Market stores 
In the Toledo, Ohio, division. The fixture complements the RJR wraparound and package end-cap 
to give RJR good presence In the call. 


-VOLUME WINNERS 


Bowman puts truck stop 
on new self-service 

Placing cigarettes on self-service 
in a key volume outlet is always an 
outstanding accomplishment, and 
G.M. Bowman can attest to that. 

Bowman, an area sales representa¬ 
tive in the Roanoke, Va„ division, 
was successful in selling White's 
Truck Stop in Raphine, Va., on plac¬ 
ing cigarettes on self-service. He 
placed two 96S carton fixtures with 
RJR occupying the top two shelves. 
The call sells more than 1,500 car¬ 
tons per week. 

Licwinko’s presentation 
sells RJR merchandising 

Area Sales Representative M.J. 
Licwinko of the Rockford, III., divi¬ 
sion presented and won approval for 
a new merchandising concept in 
Hildander Foods, one of the largest 
food slores in Rockford with a vol¬ 
ume of 750 cartons per week. 

The store previously merchan¬ 
dised cartons on approximately 15 
feet of store-owned shelving with 
RJR occupying the top shelf of the 


gondola fixture. Licwinko sold 
Hildanderthree96Sfixtures in an"L'' 
shape around two sides of the office, 
increasing industry rows to 288. RJR 
occupies the top two shelves on all 
three fixtures for a total of 96 rows. 
Hildander has signed a D13 contract. 

Licwinko also placed two cigarette 
center signs, each facing a different 
direction for better visibility. 


Rogers’ success is O.K. 
with Muskogee chains 

Area Sales Representative S.C. 
Rogers of the Tulsa, Okla., division 
has been busy with small chains in 
the Muskogee area, and with good 
success. 

Rogers presented and sold RJR 
overhead package merchandisers to 
replace competitive fixtures in Mr. 
Buck's Convenience Stores (eight 
stores). He also presented and sold 
ground and pole mounts for all six 
stores of Mr. O's, along with Ster¬ 
ling 30-pack displays and BIGIFs. 

In Hilltop Grocery (4 stores), Rogers 
sold ground and pole mounts to 
all stores. 

Buffalo Shop-n-Dines 
take MacWilliams’ signs 

In the Buffalo, N.Y., division, Area 
Sales Representative L.E. MacWil¬ 
liams recently sold Shop-n-Dine (7 
stores) on using four pole mount 
signs (two back-to-back) and Van¬ 
tage Courtesy Center signs for all of 
these high volume package outlets. 



Doral display sells well 

Asstatont Division Manager M.A. Wilson and Sales Representative R.S. Barbour at the Norfolk, Va., 
division combined to sell Southland Trade Corporation In Moyock, N.C., on placing this 
600-carton, Doral mass display. The display was created by Soul Mend’s employees on May 23, and 
by May 28 (Memorial Day), they had sold approximately 250 cartons. 
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Blind stands in W. Va. 
accept Wygal’s ideas 

Working 12 blind stands in Charles¬ 
ton, W. Va., Area Sales Represent¬ 
ative J.F. Wygal Jr. of that division 
turned in several outstanding 
accomplishments. 

Wygal placed two 20-column racks 
in one stand and one 11-column 
rack in another. He also placed one 
clock in each call, four MCDs, and 10 
change trays and change mats. Work¬ 
ing two independent vending ma¬ 
chines, Wygal gained 10 placements 
and placed two vending toppers. 

Hopkins gives new look 
to Getty’s cigar stand 

S.C. Hopkins, area sales repre¬ 
sentative in the Tulsa, Okla., division 
gave a new look to the Cigar Stand 
in the Getty Oil Building, where 
many visitors pass through the lobby 
each day. 

Hopkins replaced an old 7-column 
fixture with a new one with top sign¬ 
age. He also expanded the cigarette 
department by using bottom add-ons 
and won approval to place tempo¬ 
rary displays on a continual basis. 

Indy division secures 
okay to remove spinners 

In the Indianapolis, Ind., division. 
Sales Representative C.J. Mock se¬ 
cured authorization from the Harvest 
Market chain in Anderson to remove 
seven competitive spinners and re¬ 
place them with RJR CPMs. Mock 
also replaced, with store approval, 
competitive package fixtures at 
Chats Supermarkets, L&W Regal and 
Fadely Brothers. 

Assistant Division Manager T.C. 
Peterson obtained authorization for 
Salem digital clocks in 78 district 


Clark Oil stations, the first time this 
chain has ever authorized any type 
of permanent POS for inside the 
stations. 

Piskor-Gilman results 
play well in Peoria 

In the Peoria, III., division Area 
Sales Representative T.G. Piskor and 
Assistant Division Manager F.S. Gil¬ 
man Jr. teamed up for some im¬ 
pressive results. 

Piskor gained RJR presence in 
Macomb, III., by placing six Camel 
business hour signs, six Winston 
clocks, three pack-price signs, two 
Camel window shades and 11 
decals. 

Gilman sold Super Liquors (7 
stores) in Peoria on upgrading car¬ 
ton merchandising from Plan 512 to 
D12 in all stores. RJR rows will bein- 
creased by a total of 168 in these 
1,000-cartons-per-week outlets. 

Yantis, Lee show spark 
In Fori Wayne results 

In the Fort Wayne, Ind., division, 
Sales Representative S.L. Yantis and 
Area Sales Representative K.R. Lee 
turned in several outstanding accom¬ 
plishments. 

Yantis sold Arth Drugs, two stores 
in high-traffic locations in Lafayette, 
156 UCM with 6-wide extenders, 
Plan B12, replacing a 7-shelf no plan 
setup and a 96S, Plan B6. 

Lee sold Maloley Markets (11 
stores) on adding 3-wide extenders 
to existing 180 UCM, going from a 
D8 plan to a D11 in eight stores. Lee 
also sold permanent checklane dis¬ 
plays to all 11 stores, resulting in a 
potential placement of 40-50 dis¬ 
plays. 

continued on page 19 
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^VENDING 


Team sells AVS 

Austin, Texas, Division Manager 
P.A. Letourneau and Area Sales 
Representative LG. Krueger were 
successful in selling AVS Corp. 

(1,000 machines/14 branches) on 
increasing RJR brand average from 
8.3 to 10, converting from DataVend 
to Tru-Check and using their own 
personnel to implement all changes. 
The accomplishment was a signifi¬ 
cant one considering the decision 
was made after the new vending 
contract was signed. 

Pair go downtown 

Area Sales Representative R.L. 
Beard Jr. of the Syracuse, N.Y., divi¬ 
sion and Vending Sales Manager - 
Field J.W, Spring of the Buffalo chain 
division teamed up to secure excel¬ 
lent results in the downtown area. 

Beard secured a 10.25 brand aver¬ 
age in eight vending locations. He 
also secured exclusive MCDs in sev¬ 
en of the nine high-volume pack¬ 
age outlets, and exclusive package 
fixtures (7 overheads) with exclusive 
decal advertising. 

Downtown, Spring obtained an 
11.21 brand vending machine aver¬ 
age — up from 7,79 one year ago. 

Stone goes MTA 

Vending Sales Manager - Field 
R.L. Stone of the New York chain di¬ 
vision contacted the Metropolitan 
Transit Authority in New York City 
and was successful in introducing 
Salem Lights as an item to be carried 
on the 15 bar cars of the Metro North 
Branch (Conrail). This branch serves 
New York and Connecticut and is 
the largest commuter line in the U.S. 
Four brands are authorized; two are 
now RJR. An initial order of 90 car¬ 
tons was obtained. 
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— PROMOTIONS & APPOINTMENTS- 


J.A. Olson has been promoted to 
merchandising planning and develop- 
ment manager in the 
, c Home Office Sales 

| Department. 

! Olson joined the 

H, y company in 1967 as 
a sales representative 
AM a M in the Oxnard, Calif., 

H A division. He was pro¬ 

moted to assistant division manager in 
the Pasadena, Calif., division in 1969 
and to division manager in the Long 
Beach, Calif., division in 1975. Later 
that year, he was promoted to chain 
accounts manager in the Los Angeles 
chain division. Olson was promoted to 
sales merchandising manager in the 
Pacific/Mountain sales area in 1977 
and to merchandising manager in the 
Home Office in 1979. 

D.F. Knoll has been named mer¬ 
chandising manager in the Home 
Office Sales Administra¬ 
tion Department. 

Knoll joined the com¬ 
pany in 1972 as a sales 
representative in the East 
St. Louis, III., division 
where he was promoted 
to area sales representa¬ 
tive the following year. Knoll was pro¬ 
moted to assistant division manager in 
the West Houston, Texas, division in 
1977 and to division manager in the 
North Houston, Texas, division in 
1980. He was promoted to chain ac¬ 
counts manager in the Wichita chain 
division in 1983. 

J.S. Farmer til has been promoted 
to sales training and development - 
vending/military man- 
ager in the North Central 
\ __■ Sales Area. 

” Farmer joined the 
company in 1972 as a 
^ sales representative in 

|fl the Raleigh, N.C., divi- 

■I sion, where he was pro¬ 

moted to area sales representative the 
following year. He was promoted to 



(T\ 

i ft 


area manager - merchandising in the 
Atlanta, Ga., chain division in 1977 
and to assistant division manager in 
the Bristol, Va„ division in 1978. Farmer 
was promoted to division manager in 
the Rockford, III., division in 1983. 

O.L, Jones Jr. has been promoted to 
division manager in the Mobile, Ala., 
— division. 

Jones joined the com¬ 
pany in 1974 as a sales 
representative in the 
Goldsboro, N.C., divi¬ 
sion, where he was pro- 
* moted to area sales 

1 r representative the fol¬ 

lowing year. In 1977, Jones was pro¬ 
moted to assistant division manager in 
the Charleston, S.C., division. 

K.X. McArdle has been promoted to 
division manager in the Harrisburg, 
Pa,, division. 

McArdle joined the 
sal company in 1974 as a 
\ sales representative in 

theNewHaven,Conn., 
division, where he was 
;■ promotedtoareasales 

Hi m M representative the fol¬ 
lowing year. In 1978, McArdle was 
promoted to area manager- merchan¬ 
dising in the Philadelphia, Pa., chain 
division, He was promoted to assistant 
division manager in the Harrisburg di¬ 
vision in 1982. 

G.C. Pennell has been promoted to 
division manager in the New Orleans, 
La., division. 

Pennell joined the 
company in 1979 as a 
sales representative in 
V -~-J the Columbia, S.C., di- 

vision, where he was 
||H f ■ promoted to area sales 
iAml representative the fol¬ 
lowing year. He was promoted to area 
manager - vending in the South At¬ 
lanta, Ga., division in 1981 and to as¬ 


sistant division manager in the North 
Atlanta division in 1982. 

C.H. Norris has been promoted to 
division manager in the Long island, 
N.Y., division. 

Norris joined the com- 
W Tl pany in 1975 as a sales 
representative in the 
Manhattan division, 
where he was promoted 
H ^ to area sales representa- 
H Zl H tive the following year. 
He was promoted to area manager - 
merchandising in the New York chain 
division in 1979 and to assistant divi¬ 
sion manager in the North Jersey divi¬ 
sion in 1980. 

J.W. Duran has been promoted to 
assistant division manager in the West 
Los Angeles, Calif., divi- 

M | Duran joined the com- 
» m] pany in 1970 as a sales 
^ ! representative in the 

/ Fresno, Calif., division, 
where he was promoted 
HL m H to area sales representa¬ 
tive the following year. He was pro¬ 
moted to assistant division manager in 
the San Diego, Calif., division in 1975. 
He left the company the following 
year, but rejoined Reynolds Tobacco 
as an area sales representative in the 
Sacramento, Calif., division in 1982. 

Nancy B. Murat has been promoted 
to assistant division manager in the 
Harrisburg, Pa., division. 

Murat joined the com¬ 
pany in 1974 as a sales 
representative in the 
North Jersey, N.J., divi¬ 
sion, where she was 
promoted to area sales 
representative in 1976. 
She was promoted to merchandising 
manager - field in the Jersey, N.J., 
chain division in 1983. 
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— PROMOTIONS & APPOINTMENTS 


J.A. Day has been promoted to as¬ 
sistant division manager in the North 
Jersey, N.J., division, 
Day joined the com¬ 
pany in 1980 as a sales 
representative in the Bal¬ 
timore, Md., division, 
where he was promoted 
to area sales representa- 
W ■ tive the following year. 
He was promoted to training & devel¬ 
opment manager in the Washington 
training and development division in 
1983, and later that year was named 
vending sales manager - field in the 
Washington, D.C., chain division. 




J.J. Ellegate has been promoted 
to assistant division manager in 
the Buffalo, N.Y., divi¬ 
sion. 

Ellegate joined the 
company in 1982 as a 
sales representative in 
the Albany, N.Y., di- 
~Z iga vision, where he was 
I■■ /. X promoted to area sales 
representative the following year. 

R.R. Steele has been promoted to 
assistant division manager in the 
Omaha, Neb., division. 

Steele joined the com¬ 
pany in 1981 as a sales 
representative in the Riv¬ 
erside, Calif., division, 
where he was promoted 
y k to area sales representa- 
'M m five the following year. 



T.M. Renehan has been promoted 
to assistant division manager in the 
Springfield, Mass,, divi¬ 
sion. 

Renehan joined the 
company in 1979 as a 
sales representative in 
the Providence, R.I., di¬ 
vision, where he was 
promoted to area sales 
representative the following year. In 
1983, Renehan transferred to the New 



Bedford, Mass., division. He later 
transferred to the S. Boston and 
N. Boston, Mass., divisions. 


J.J. Borjeson Jr. has been pro¬ 
moted to assistant division manager 
in the Huntsville, Ala., 
division. 

Borjeson joined the 
company in 1979 as a 
sales representative in 
the New Haven, Conn., 
division, where he was 
promoted to area sales 
representative the following year. 



D.E. Owens has been promoted to 
sales merchandising manager in the 
Mid-Continent Sates 
Area. 

Owens joined the com¬ 
pany in 1973 as a sales 
representative in the 
Shreveport, La., division, 
where he was promoted 
to area sales representa¬ 
tive the following year. He was pro¬ 
moted to assistant division manager in 
the Memphis, Tenn., division in 1976 
and to division manager in the San An¬ 
tonio, Texas, division in 1979. Owens 
transferred to the New Orleans, La„ 
division in 1981. 



In memoriam 

W.E. (Bill) Ruesch, former re¬ 
gional sales manager in the North 
Los Angeles, Calif., region, died 
recently. 

Ruesch retired in 1973 after 23 
years of service with R.J. Reynolds 
Tobacco Company. 
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Brands in Ft. Lee 

Area Sales Representative J.E. 
Atkinson Jr. of the Richmond, Va., 
division significantly increased RJR 
brands authorized at the Fort Lee 
Commissary. 

Atkinson introduced six new 
brands recently — two styles of Do- 
ral, two styles of Sterling, Camel Fil¬ 
ter and Camel Lights — increasing 
RJR brands from 17 to 23. 

Vaught gains sales 

D.E. Vaught, military and institu¬ 
tional sales manager in the Seattle 
chain division, was successful in 
gaining distribution of five new items 
through the Western Field Commis¬ 
sary Office, Brands included Sterling 
Filter and Menthol, Camel Lights 
100s, Winston Box and Salem Ultra 
lights 100s, 

Chain Accounts Manager Duncan 
Murley of the Louisville, Ky., chain 
division secured exclusive RJR par¬ 
ticipation in a "Box Sale” at the 
Fort Knox Commissary, with five 
brands used. 

Product was banded in five-carton 
units, one-unit maximum purchase. 
Utilizing VPRs, $5 savings was given 
to consumers. POS and special ban¬ 
ners were used, and the commissary 
purchased 125 extra cases of prod¬ 
uct, Preliminary results for the first 
two days of the sale showed 11 total 
cases of RJR exclusive product sold. 

VOLUME WINNERS (cont’d) 

High-volume Doxes 
go for Cook’s sate 

In the Rochester, N.Y., division, 
Assistant Division Manager B.A. 

Cook sold Dox Drugs (5 stores) on 
RJR Plan D12. These high-volume 
outlets were previously non-self¬ 
service, 
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Overhead gets 
mall attention 

Most shoppers entering the El Con 
Shopping Mall in Tucson, Ariz., pass 
by this overhead package merchan¬ 
diser placed in a tobacco outlet. The 
fixture, which was placed by Area 
Sales Representative Toni A. Swartz 
of the Phoenix, Ariz., division, created 
a unique challenge in that, in the 
open area, security back panels had 
to be developed for night lock-up. 
Swartz was assisted in the challenge 
by Area Sales Representative 
R.C, Festger. 
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